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A TIME OF CHANGING 
DEMOGRAPHICS AND 
RISING IMPORTANCE 

OF PUBLIC LANDS

POPULATION GROWTH, 
SHIFTING DEMOGRAPHICS, 

MIGRATION TO HIGH 
AMENITY AREAS
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National Park Service Wilderness
Fish & Wildlife Service Wilderness
Bureau of Land Management Wilderness
National Forest Wilderness

Index of Population x Wilderness Interactions
Negligible
Light
Moderate
Moderately heavy
Heavy
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PERCENT OF PUBLIC 
AWARE OF THE NWPS

•Aware of the NWPS 48.3%

•Not Aware 50.5%

•Unsure or Refused 1.3%



A QUESTION—

IS WILDERNESS STILL 
IN THE VALUE SET OF 

CONTEMPORARY 
AMERICANS?



����
NATIONAL SURVEY ON 
RECREATION AND THE 

ENVIRONMENT
��������	


THE UNITED STATES’ ON-GOING 
NATIONAL RECREATION SURVEY



HISTORY AND CURRENT COVERAGE OF

THE NATIONAL RECREATION SURVEY
• The first National Recreation Survey (The NRS Series) 

was reported in 1960 for the Outdoor Recreation 
Resources Review Commission

• Subsequent NRSs in 1965, 1972, 1977, 1982, and 1995 
and 2000-01

• These NRSs were used widely in the field and were the 
basis for U. S. Nationwide Outdoor Plan (Interior)

• Current NRS has been renamed the National Survey on 
Recreation and the Environment (NSRE), it is 
interagency, the FS is the lead agency. Basis for RPA.

• Nation’s on-going, long-term outdoor participation  and 
environmental survey. 50,000 and still going.



MODULES OF QUESTIONS

• Participation in Recreational Activities
• Recreation Participation in Coastal States
• Frequency of Participation in Days
• Favorite Activities and Constraints
• Risk Activity Participation
• Nature-based Trip Taking
• Opinions about Recreation Area Management
• Environmental Attitudes and Values
• Values and Objectives for Management of Public Lands AND 

Congressionally Designated Areas
• Wilderness Values, Knowledge, Visitation, and Preferences for 

Management
• Owners and Reasons for Ownership of Private Land
• Lifestyles, Demographics and Disabilities



WHAT PEOPLE WHAT PEOPLE 
VALUE IN OUR VALUE IN OUR 
PUBLIC LANDSPUBLIC LANDS



“They (American’s surveyed) 
rank the environment third on 
their list of critical public issues 
requiring government support, 

just behind crime and education. 
60% feel the government spends 
too little on the environment”.

(National Opinion Research Center, Chicago, Ill., 2000)
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FINAL WORDING OF VALUE ITEMS
NAF1 Protect streams and other sources of clean water

NAF2 Maintain public lands for future generations to use and enjoy

NAF3 Provide access, facilities and services for outdoor recreation

NAF4 Provide habitat and protection for abundant wildlife and fish

NAF5 Provide quiet, natural places for personal renewal

NAF6 Use and manage public areas in ways that leave them natural in 
appearance

NAF7 Emphasize planting/management of trees for abundant timber supply

NAF8 Provide access to raw materials and products for local industries and 
communities

NAF9 Protect rare, unique or endangered plant and animal species

NAF10 Provide roads, accommodations and services to help local tourism
businesses

NAF11 Provide permits to ranchers for grazing of livestock such as cattle and 
sheep

NAF12 Provide information and educational services about natural areas, their 
management and the natural life in them



NAF1--Protect streams and other 
sources of clean water

Not at all Extremely

important important

1 2 3 4 5

8   Don't know

9   Refused



VALUE DIMENSION 1:
MANAGE FOR PROTECTION

• Protect streams and other sources of 
clean water

• Provide habitat and protection for 
abundant wildlife and fish

• Protect rare, unique or endangered 
plant and animal species

• (Average Score 74.0)



VALUE DIMENSION 2:
MANAGE FOR AMENITIES

• Maintain national forests for future 
generations to use and enjoy

• Provide quiet, natural places for personal 
renewal

• Use and manage forest areas in ways that 
leave them natural in appearance

• Provide information and educational 
services about forests, their management 
and the natural life in them

• (Average Score = 61.6)



•Provide access, facilities and services for outdoor recreation

•Emphasize planting and management of trees for an 
abundant timber supply

•Provide access to raw materials and products for local 
industries and communities

•Provide roads, accommodations and services to help local 
tourism businesses

•Provide permits to ranchers for grazing of livestock such as 
cattle and sheep
•(Average Score = 38.1)

VALUE DIMENSION 3:
MANAGE FOR OUTPUTS



PUBLIC SUPPORT FOR AND 
KNOWLEDGE OF 

CONGRESSIONALLY 
DESIGNATED AREAS IN 

THE UNITED STATES
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National Forest W ilderness

Bailey's Ecoregions
Warm Continental
Hot Continental
Subtropical 
Marine
Prairie
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Tropical/Subtropical Steppe
Tropical/Subtropical Desert
Temperate Steppe
Temperate Desert
Savanna
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• Human communities range from the population at large, to 
communities of interest and local communities

• In the U.S., the highest level of wilderness community is the 
national  population. Legislatively protected wilderness in the U.S. 
is first a National resource, second a special use or local resource

• The next level of wilderness community includes a variety of 
communities of interest, special interests which are not place 
bound (such as advocates for expanded motorized vehicle access)

• The next level of community is the local community, a community  
of place who have interest because of nearness to protected areas
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Population Differences on the Values 
of Wilderness
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Population Differences on the Values 
of Wilderness
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NATIONAL VALUE OF 
DESIGNATED WILDERNESS

• Best available estimates of the economic valueof a visit to a 
Wilderness area show $41.87 per person per day (Loomis, et al, 
2000)

• Estimates of total number of visitsto areas in the NWPS are 34.7  
+ 7.8 million (Cordell, et al, 1998)

• Overall recreation valueof the NWPS alone = 34.7 million visits x 
$41.87 = $1.45 billion per year

• Studies agree that option, existence, bequest and altruism values 
make up approximately 75% of the total valueof Wilderness. 
Thus, total national value of the NWPS is estimated to be 
approximately $5.8 billion per year

• Total value at 4% SDR = $131 billion; at 3% SDR = $160 billion. 
$1,415 per acre.



COMMUNITIES OF INTEREST
• Nationally, between 8 and 9 percent of American’s 16 or older 

regularly contribute to or participate in organized conservation 
group activities, including support of wilderness conservation

• An example, the Sierra Club, 700,000 members dedicated to 
adding 100,000 Wilderness acres in the next decade

• Another example, The Wilderness Society, 200,000 members, 
dedicated to increased designation and improved management

• Other non-local interests--recreation, off-highway vehicle use, 
mining, timber, grazing, tourism development, ski resorts, water, 
etc.--both user and industry organizations

• Recreation visitorsare among the primary communities of 
interest in Wilderness. Bests estimates indicate approximately 35 
million visits (+ 7.8 million) per year across the NWPS (Cordell 
1998); visits to National Forest Wilderness alone is 14.3 million

• Wilderness management policyis greatly influenced by organized 
interests and the associations representing them
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DEMAND FOR
OUTDOOR RECREATION

AND PLACES TO
RECREATE CONTINUE

TO GROW



LONG TERM TRENDS SINCE 1960
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Number in Number in Percent
Activit y 1982-83 1994-95 Change

Bird Watching 21.2 54.1 +155.2
Hiking 24.7 47.8                  +93.5
Backpacking 8.8 15.2 +72.7
Downhill Skiing 10.6 16.8 +58.5
Camping-Primitive Area 17.7 28.0 +58.2
Off-Road Driving 19.4 27.9 +43.8
Walking 93.6 133.7 +42.8
Motorboating 33.6 47.0 +39.9
Sightseeing 81.3 113.4 +39.5
Camping-Developed Area 30.0 41.5 +38.3
Swimming/river, lake, or ocean 56.5 78.1 +38.2
Snowmobiling 5.3 7.1 +34.0
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DEMAND FOR TRAILS AND 
FOR VIEWING/LEARNING 

ACTIVITIES ARE 
GROWING AND PRIME 

ACTIVITIES FOR 
WILDERNESS AREAS



Local Communities
• Research shows that Wildland visitorsare 

younger, more affluent, stay longer, and spend 
more than non-wildland visitors in local areas

• Research shows that portal communitiesshould 
encourage protection of wildlands because they 
attract more people and people who spend more

• Public land enterprises typically account for 
small percentages of a community’s work force

• Research has shown that counties with 
designated wildernessdo not have less economic 
growth, some have more

(Source: Payne, Bowker and Reed, 1992)



LOCAL COMMUNITY IMPACTS
• Research shows an average expenditureper person 

per day for a wilderness visitor is approximately 
$30.31

• 35 million visits x $30.31 = $1.06 billionwilderness 
visitor spending per year

• With the multiplier effect, local community impacts 
are:

-$1.41 billion in personal income per year
-58,000 jobs
-$2.24 billion in total value addedin local 

communities
• Local property value increasesestimated to be 13%



FEELINGS ABOUT 
DESIGNATING MORE 

WILDERNESS
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What is the Biggest Challenge in 
Being Stewards of the NWPS?

• Climbing Anchors?
• Invasive exotics?
• Nearby population and development growth
• Air and water pollutants?
• Recreation use?
• Political vulnerability?
• Something else?



ANSWER

PROBLEM

ACTION

HOW?

•The biggest threat is loss of the 
NWPS altogether, combined 
with “chipping away”
•Low awareness, no public 
voice, lackluster Congressional 
support, and little collective 
energy
•Provide wilderness information
in places and in forms where 
people will encounter and digest 
it
•Start with marketing research
and lifestyle segmentation
•Design educational programs
•Monitor results and refine 
programs
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Segmenting for more effective 
communication and education
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Hunt-n-Fish Men’s
Motor Club (6.3%)
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The Urban Beach Boys (3.8%)
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Young New England Wind 
Surfers (0.9%)
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The Inactives(22.0%)
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The Noreaster 
Musclers (6.2%)
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The Thrill Seekers The Thrill Seekers (8.3%)
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The Take it Easies (25.3%)
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• With TWS, national workshop of thought leaders 
convened to define a Framework of Wilderness Values

• From NSRE, identified the benefits from Wilderness 
that people value most

• Beginning development of estimates of economic and 
non-economic values within the Framework 
collaboratively with TWS, Pew, Leopold and Agencies

• Providing estimates of NF and and hopefully System-
wide recreational use of wilderness

What are the values and the value of 
sustainably managed Wilderness?
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SOME POINTS TO PONDER
•Yours is a heavy responsibility. Wilderness is an important 
American resource, owned by the people of this Country held by you 
in a trust of stewardship

•Your job includes being informed of the positions of the 
“Stockholders” of this rich national treasure—KNOW THE DATA

•Limiting your data to on-site surveys and “conventional wisdom” 
ignores the vast majority of the Wilderness System’s owners, the 
public, most of whom will never show up—USE HOUSEHOLD 
SURVEYS

•Use the tools of social science--surveys, segmentation, marketing 
principles, and customer service liberally--DON”T GUESS

•Providing information, not propaganda, about Wilderness and 
sharing the opportunity to know more about and value more the 
NWPS is our responsibility as Federal Agencies. Key off what 
American’s value. Those are some of the hooks to learning.
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THE UNITED STATES’ ON-GOING 
NATIONAL RECREATION SURVEY
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